Consumer 
Introduction
Nowadays there is a growing interest in the importance of consumer behaviour in the field of marketing. In today's era of the ever-changing business environment, marketing becomes an important part of any organisation or business (Kaplan & Haenlein, 2009 , Sangroya & Nayak, 2017 , Singh & Islam, 2017 . It contributes greatly to the success of an organisation, enable the creation of business awareness and enhances the level of customer relationship (Verhoef, 2003) . Therefore, organisations cannot accomplish their objectives if they have scrawny marketing strategies. And when it comes to marketing strategies, the customer is always bound to be the core. From this, customers have a very crucial role in the success of any organisation since they are the people who generate revenue for the organisation by buying, using and influencing others to buy their products and services (Khaniwale, 2015) . Hence, the aim of understanding consumer buying Behaviour is to know the buying decisions of consumers as well as to understand the steps involved in such decisions. Consumer Behaviour is more than just the physical purchase of products but rather covers a wide range of activities from the problem awareness stage through post-purchase Behaviour, ideas formulation, or experiences to satisfy their needs and desires (Orji, Sabo, Abubakar, & Usman, 2017) . As the starting point of marketing strategy, any purchasing decision starts from the opportunity available for any products or services in the market aims to study the market and the customer as well (Kotler, 2010) . To do so, many scholars were searching consumer buying Behaviour, as it is needed to be covered and investigated, especially in the third world countries rather than developing countries context (Echtner & Prasad, 2003 , Lai, 2016 , Sangroya & Nayak, 2017 , Chowdhury & Shil, 2017 , Khanfir, 2017 . The theoretical framework of the current study is grounded on
Price
Price refers to an element of exchange, or a deal that takes place among two parties normally indicate as a buyer and a seller, it denotes as what must be given up by the buyer to the seller to attain something presented (Ejye 1997) . The impact of price and purchase Behaviour depends on the choice of the decisions, but, other factors can also influence, such as testimonials, price insensitivity, and willingness of a brand to be the favourite (Story & Hess, 2006) . The techniques of sales promotions affect consumers before deciding; consumers consider whether a promotion exists that helps to decide which product to purchase when two products are equally attractive (Alvarez & Casielles, 2005) . DelVecchio et al. (2007) invented that price frames affect perceptions of consumers' promoted price and the value they carry at the promoted price. Previous studies have proved the effect of price on consumer buying Behaviour (Al-Salamin & Al-Hassan, 2016 , Aschemann-Witzel, Jensen, Jensen, & Kulikovskaja, 2017 , Huck & Wallace, 2015 , Waheed, et.al. 2017 . Based on the earlier discussion, the following hypotheses have been proposed: H1a: There is a relationship between price and consumer buying Behaviour H1b: There is a relationship between price and religious orientation H1c: Religious orientation mediates the relationship between price and consumer buying Behaviour.
Motivation
Maslow articulated the hierarchy of needs according to the five ranks of important needs. The elementary needs come at the bottom of the hierarchy which is physiological needs while at the top of the hierarchy are the needs of self-actualisation. Nonetheless, these needs do not need to be completely fulfilled. It is a global dilemma that the more we get, the lesser the proportion of satisfaction will be which is essential for upper needs to arise (Anderson et al., 1998) .
Above and beyond motivation, the decision-making process of the consumer is affected by numerous other factors in real life (Svatosová, 2013) . Therefore, marketing experts should apprehend such effects and their relative importance permissible to be capable of making effectual marketing strategies. At this juncture, a significant role played by social conditions, demands and supplies, habits, and finally the selling techniques as well as technology. Staring from the thought process of buying till the purchase decision, the job of a marketing specialist is to recognise the process of stimulation in customers' mind.
Moreover, the factors which influence consumer Behaviour divided into two groups, external and internal factors. External factors comprise of cultural, social and demographic factors while the internal factors contain subjective and psychosomatic factors. However, purchasing decision of each individual is inspired by four psychosomatic factors, which are; learning, motivation, perception, and attitude. From this, motivation is one of these factors that play a significant role when customers decide for ultimate purchase. However, it epitomises one of the factors which influence consumer buying Behaviour (Orji et al., 2017) . Based on the earlier discussion, the following hypotheses have been proposed: H2a: There is a relationship between motivation and consumer buying Behaviour. H2b: There is a relationship between motivation and religious orientation. H2c: Religious orientation mediates the relationship between motivation and consumer buying Behaviour.
Perceived Cultural Importance
Keesing (1981) defined culture as a collective system of aptitude between a group of people involving individual's beliefs, norms, values, and Behaviours. The ultimate outcome of culture is a set of beliefs which frequently detained by members of the culture. For instance, Prentice and Miller (1993) in their study found that merely a small proportion of college freshmen discover drinking alcohol is pleasant, while the most of them believed that majority of other freshmen adore drinking alcohol. In another research on personality by Terracciano et al. (2005) , individuals from 49 cultures regarded a typical member of their identical culture on the basis of big five personality traits' dimensions. The assessments were accumulated across individuals in every culture and matched with the combined selfreport personality assessments of members in the same culture (Bezzaouia & Joanta, 2016) . However, there was an inadequate relationship between perceived and concrete personality, when those two sets of aggregate assessments were matched across cultural groups. Based on the earlier discussion, the following hypotheses have been proposed: H3a: There is a relationship between perceived cultural importance and consumer buying Behaviour. H3b: There is a relationship between perceived cultural importance and religious orientation. H3c: Religious orientation mediates the relationship between perceived cultural importance and consumer buying Behaviour.
Religious Orientation
Religion is an important cultural factor to study because it is one of the most universal and influential social institutions that have significant influence on people's attitudes, values and Behaviours at both the individual and societal levels (Mokhlis, 2009 , Daniele, Adam, Naomi, & David, 2016 . Based on the above, Saudi Arabia is one of the Middle Eastern countries which follow the religion of Islam (MoHE, 2010) . Therefore, Islam plays an important role in national culture; it is an influential element in social and political aspects of the society (Tayeb, 1997) . In Saudi Arabia, Islam plays a substantial role in buying Behaviours of consumers. This is because marketers need to duly recognise the components that can potentially satisfy Saudi consumers. Previous researchers discussed the importance of the role of religious orientation in making an effect in consumer buying Behaviour models (Yousaf & Shaukat Malik, 2013 , Dursun, 2014 , Vahdati, Mousavi, & Tajik, 2015 . Based on the earlier discussion, the following hypotheses have been proposed: H4: There is a relationship between religious orientation and consumer buying Behaviour.
Methodology Sample
For this study, the questionnaire is the main tool which has been used in this study to understand the Saudi Consumers' attitudes and adoption Behaviour towards purchase cars. From this, to provide accuracy data from car agencies in Riyadh this study has been used self-administered questionnaire each section applied five-point Likert scale, ranging from (1) "strongly disagree" to (5) "strongly agree". A total of 395 usable questionnaires were returned. Non-probability sampling technique was used where no inference concerning the population needs to be made (convenience sampling) which is applicable when the study covers a large size of the sample, the population is not homogeneous, and the sampling frame is not available (Awang, 2012) . The study used Partial-least-square PLS (PLS-SEM) technique, the process of PLS analysis follows two steps which contain the assessments of the measurement model and the structural model.
Measures
The questionnaire consisted of six sections. The first section is about respondent's profile such as age; the second section included consumer buying Behaviour, the third section also included price, the fourth section contained motivation, the fifth section involved perceived cultural importance, while the sixth section contained religious orientation. The dependent construct in the analysis was consumer buying Behaviour as measured by six items adapted from Bloch et al. (1986) , and measured on a fivepoint Likert scale, where the extremes are (1) strongly disagree to (5) strongly agree. The price was included as an independent variable and measured using five items adapted from Voss et al. (1998) , the respondents were asked to rate their responses on a 5-point Likert scale from (1) strongly disagree to (5) strongly agree. Motivation also included as an independent variable and measured using six items, were adapted from Cruz et al. (2009) and measured on a 5-point Likert scale from (1) strongly disagree to (5) strongly agree. Another independent variable included perceived cultural importance, in total, eight items were adapted from Wan et al. (2007) and measured on a 5-point Likert scale from (1) strongly disagree to (5) strongly agree. Finally, religious orientation was included as a mediator variable and measured by seven items adapted from Allport and Ross (1967) using a 5-point Likert scale from (1) strongly disagree to (5) strongly agree.
Results
Following the two-steps, Partial Least Squares (PLS-SEM) technique proposed by (Hair et al., 2014) , both measurement model and structural model were examined for data analysis. The first step was convergent, and discriminant validity has been assessed by measuring the values of composite reliability and average variance extracted (AVE). Additionally, the indicator reliability is measured by crossloadings and outer loadings. The measurement model is assessed based on threshold proposed by (Hair et al., 2014; Hair et al., 2016; Hair et al., 2012) . Table 1, and Table 2 show the measurement model with its structural variables.
To confirm the measurement model, Table 1 displays that the values of composite reliability for each variable are in between 0.832 to 0.955. These values exceeded the minimum threshold value 0.70 which is recommended by (Hair et al., 2014) . On the other hand, AVE values for each latent construct are in between 0.554 and 0.783, which indicates a decent level of the construct validity of the measurement which is used for this study. These findings approve the convergent validity of the outer model. Discriminant validity of the measurement was also endorsed by using the technique of Fornell and Larcker (1981) . Table 2 demonstrated that the square root of AVE for all the latent constructs are positioned at the diagonal matrix of the correlation matrix. Since the diagonal values are greater than the supplementary elements of the rows and columns in which they are positioned, this ratifies the discriminant validity of the outer model.
In the next step, a structural model was analysed to test the hypotheses. By running the PLS algorithm, the hypothesised model has been tested. Furthermore, path coefficients are generated. To conclude either the path coefficients are statistically significant or not, the current study applied bootstrapping technique entrenched with the Smart-PLS. Moreover, with the intention of obtaining the statistical t-value and the standard error, the bootstrapping was run with 5000 samples, and 395 cases and subsequently p-values are also created as detailed in table 3. Table 3 , motivation has a positive and significant impact on consumer buying Behaviour (β= 0.266, t = 4.878). Although, the relationship between motivation and consumer buying Behaviour is not supported (β= 0.052, t = 0.885). Whereas, the mediating impact of religious orientation in between motivation and consumer buying Behaviour is not a significant and negative relationship (β= -0.001, t = -0.220). Perceived culture importance has a positive and significant impact on consumer buying Behaviour (β= -0.104, t = 2.530). In addition to that, perceived culture importance has a positive and significant impact on religious orientation (β= 0.215, t = 2.836). While, religious orientation does not mediate the relationship between perceived cultural importance and consumer buying Behaviour (β= -0.006, t = -0.563). Moreover, there is a positive and significant impact of price on consumer buying Behaviour (β= 0.258, t = 5.156). Price has a positive impact on religious orientation (β= -0.091, t = 1.380). Whereas, religious orientation as a mediator is not significant in the relationship between price and consumer buying Behaviour (β= 0.003, t = 0.579). Finally, the relationship between religious orientation and consumer buying Behaviour is not significant (β= -0.028, t = 0.599). 
Discussion
This paper shed light on the interrelation between four important factors in consumer buying Behaviour: price, motivation, perceived culture importance, and religious orientation. The empirical findings of this study confirm the direct relationship between motivation (MOT->CBB), price (PRC->CBB), perceived culture importance and consumer buying Behaviour (PCI->CBB). Moreover, the direct relationship between perceived culture importance (PCI->RO), price and religious orientation (PRC->RO). Based on this, the price is one of the most important determinants of consumer buying Behaviour in Riyadh. Moreover, the finding regarding the effect of price dimensions in this case "work" on consumer buying behaviour is in line with the Theory of Planned Behaviour, which shows that to some extent perceived Behavioural control can determine consumer buying Behaviour. This result is also in line with previous studies (Oeconomiae, 2008 , Al-Salamin & Al-Hassan, 2016 Aschemann-Witzel et al., 2017; Huck & Wallace, 2015) who investigate the relationship between price and consumer buying Behaviour. These studies established a significant positive relationship between various facets of price and consumer buying Behaviour. Indicating that prices decreased consumers' recalled total cost and increased their purchase intentions. However, the effects of price information and price cognitions on positive and neutral emotions are basically influenced positive and neutral emotions of consumer behaviour. From this, the findings have proved the influence of price on religious orientation as this study conducted in the Kingdom of Saudi Arabia where Islam encourages people to have a reasonable price for any product.
The results also indicated that motivation is one of the most important determinants of consumer buying Behaviour in Saudi Arabia. This result corresponds with past research work (Chen et al., 2010) who found that motivation may automatically develop owing to the close proximity at work, interactions and shared experiences which can lead to the improvement of consumer buying Behaviour. As mentioned by Kellett (2013) there are several opportunities for improving the consumer buying Behaviour in Riyadh, but they must improve the way of motivation to motivate consumer buying Behaviour. In contrast, the empirical evidence found that motivation is not related to the religious orientation in Riyadh which is not at par as compared to the standards in the industry to improve the consumer buying Behaviour. The result is inconsistent with the previous studies by Chen et al. (2010), and Kellett (2013) who found that motivation has a full impact on religious orientation regarding support and motivate consumers in their daily life. The current result shows that religious orientation does not motivate car consumers in Riyadh. As they are found to be more novelty seeking where brand and quality conscious element of their Behaviour was demonstrated by the importance attributed to well-known national brands, high quality and latest style products, and a high standard of product expectations (Kamaruddin, 2007 , Orji et al., 2017 .
The findings also suggest that perceived culture importance is one of the most important determinants of consumer buying Behaviour. This is consistent with the other studies that cultural factors significantly influence consumers' impulsive buying Behaviour (Bezzaouia & Joanta, 2016) . Specifically, the theory of individualism and collectivism holds important insights about consumer Behaviour that can help us to gain a better and more complete understanding of the impulsive buying phenomenon (Jam et al., 2013) . In Saudi Arabia, the similarity of cultural background and social class affirmed consumer buying Behaviour as they have common interests and Behaviour. Similarly, the relationship between perceived culture importance and religious orientation found to be supported, and consistent with the previous study by (Mokhlis, 2009) who suggest that religion is an important cultural factor to study, because it is one of the most universal and influential social institutions that have significant influence on people's attitudes, values and Behaviours at both the individual and societal levels.
The indirect relationships also were tested empirically where found that the mediating role of religious orientation in the relationship between price, motivation, perceived culture importance and consumer buying Behaviour is not supported. This means that consumers buying Behaviour in Saudi Arabia are influenced more by the nature of the product, the degree of perceived risk in the product class, the amount of information search, store location, product assortment and store image rather than religious orientation. Even though, Islam in Saudi Arabia plays an important role in the peoples' day-to-day lives but globalisation and changes in the international environment has some impacts on Saudi people, where people respond to the modernization to gain status or social prestige from the acquisition and consumption of goods and to provide prominently visible evidence of their ability to purchase expensive products (Al-Hyari, 2012) .
From this, the purchasing decision can be categorized according to how much consumers adhere to a faith. However, marketing strategists could develop programs that would enhance the important values of consumers in each market segment (Essoo & Dibb, 2004) . On the other hand, it is evident that the relationship between religious orientation and consumer buying Behaviour is not supported. This is inconsistent with the previous studies as such (Al-Hyari, 2012; Muhamad & Mizerski, 2010; Kamaruddin, 2007; Vitell et al., 2007; Delener, 1994; Essoo & Dibb, 2004 , Yousaf & Shaukat Malik, 2013 , Dursun, 2014 . This means that the purchase decision is the reflection of an individual's feelings and thoughts. This is related to the lack of understanding of religious orientation and consumer buying Behaviour. Which is supported by, Alajmi et al. (2011) that there is a need to develop a better understanding of religious orientation. To do so, it is vital to examine the personal factors and social factors that influence the buyer's Behaviour to implement effective marketing strategies and launch smarter marketing plans (Khaniwale, 2015) .
Conclusion and Implications
As to date, this study is one of the very few studies conducted in Riyadh to examine the effects of price, motivation, perceived culture importance and religious orientation on consumer buying Behaviour. In this manner, the present study adds an extension to the literature on consumer buying Behaviour in Saudi Arabia as well as other Muslim countries, as the previous studies have been mostly conducted in the West. The findings of the study are important for the development of public transportation in Saudi Arabia in general, and in Riyadh in specific, where little research has been done before. The findings from the study can help in the development of human capital policies, management practices and management development programs that can elicit consumer buying Behaviour. Thus, this study can potentially assist in the transformation process towards effective public transportation. Automobile markets in Saudi Arabia prove itself to be one of the most successful and dynamic markets. For that reason, this study provides evidence for the application of the conceptual model and contributes to the existing body of knowledge on religious orientation and its influence on consumer buying Behaviour. Understanding customers' wants and needs are helpful to the marketers and the governments to develop suitable strategies to improve the local markets (Kanagal, 2009 ).
Limitations and directions for future studies
This study acknowledges some limitations to be considered. This study focused only on Saudi Arabia as an Islamic country, so results derived from this study may not be generalized for other Islamic countries. Moreover, this study focused only on one sector, which are car agencies. In addition, this research investigated the role of few variables such as price, motivations, perceived cultural importance and religious orientation in effecting the buying Behaviour of the consumer. Therefore, based on the
